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Football rights in 1985 hit $530 million 


That’s the figure networks, local broadcasters 
and cable programers will pay for airing college 
and professional football in 1985, an increase 
of 6% over 1984, when payments were $501 million 

R ights fees that broadcasters will pay this year for coverage 
of college and professional football are on the increase 
again, rising 6%, to $530 million, compared to 1984. Last 
year the networks (including cable) and local outlets paid 
5501 million, a figure that had dipped below 1983’s $536.6 million. 
The drop was primarily because of the disarray in college football 
ifter last summer’s Supreme Court decision nullifying the National 
Collegiate Athletic Association’s contract with the networks. (This 
/ear’s figures, however, do not include preseason television cover- 
tge of the Los Angeles Rams, which had not signed a rights package 
>y press time. The figures also omit rights, probably totaling under 
>5 million, for some of the smaller college football attractions put 
ogether by small syndicators.) 

for local coverage of the National football League, broadcasters 
ees for radio are up 32% from last year’s figure of more than $14.7 
nillion, to nearly $19.6 million. Local television rights for presea- 
;on games are up 31%, to more than $5.33 million. 

The three television networks are in the fourth year of a five-year, 
52.2-billion deal with the NFL. Their payment is up 8%, from last 
/ear’s $415 million to $450 million. ABC pays the most, about $160 
nillion, while the CBS rights share comes to roughly $150 million, 
ind NBC’s to about $140 million. 

Rates for advertising, on average, are up 5% to 10% over last year, 
ilthough there have been some declines in certain categories. In the 
vords of one buyer of commercial time, while the NFL schedule still 
epresents a good buy, the approaching football season is being 
sailed neither a buyer’s nor a seller’s market. While the networks are 
;aid not to be adhering to rate cards strictly, the NFL is recognized as 
me of the best ways of reaching the male sports audiences. 

The United States Football League is planning to change from a 
ipring-summer schedule to a fall schedule in 1986, assuming it is 
itill in business. Rights for the 1986 season have not been deter- 
nined. ABC paid $9 million and $14 million, respectively, for USFL 
ights for the spring seasons in 1984 and 1985. ESPN paid $5.5 
nillion in 1984. Its 1985 payment was the first year of a new three- 
/ear deal valued at $71 million. 

On the college television front, CBS is paying $12 million for a 
>ackage of Big 10, Pac 10 and Atlantic Coast Conference games, as 
veil as selected other college games. Last year CBS paid $10 million 
or its coverage of the Big 10 and Pac 10. ABC is paying $15.5 
nillion for a package of College Football Association games. Last 
/ear ABC paid $12 million for its CFA schedule. ESPN’s rights fee 
or its schedule of CFA and smaller NCAA school contests comes to 
512.5 million, and Turner Broadcasting System’s rights fee for a 40- 
*ame schedule of Pac 10, Big 10 and Southeastern Conference 
*ames comes to about $7.5 million. 

College football rights return to normal 

ifter last season’s turmoil produced by NCAA 

lecision; number of syndicators, and games 

ivailable, have fallen off; advertising prices 

m the pro front continue to increase, with 

10-second Super Bowl prices running $550,000 

The football television rights picture for college has stabilized con- 

iderably this year as teams enter their second season without a 

4CAA pact, struck down by the U.S. Supreme Court in June 1984. 

The price of stability has been a shakeout of significant proportions, 

lowever, on the syndication level, where there are both fewer syndi- 

:ators and fewer games in syndication than a year ago. 

The networks, including CBS, ABC, ESPN and Turner Broad- 
:asting System, and dominant football schools and conferences ap- 
>ear to be faring best in the post-NCAA era. CBS and ABC, for 
ixample, were to have paid between $33 and $34 million apiece in 
ights fees for their 1984 and 1985 NCAA football packages, while 
iSPN would have paid about $17 million for its supplementary 
>ackage. With the voiding of those pacts, however, the three will pay 
ubstantially less Doth this year and next. CBS signed a two-year 


pact covering 1985 and 1986 for a package of Big 10-Pacific 10 
games and will pay $18 million. Over the two years, CBS will 
broadcast 28 or 30 Big 10-Pac 10 contests. In 1984 it paid a little 
more than $9 million for a similar one-year package. The total CBS 
college football package will consist of 20 or 21 games for the 1985 
season. The network is also paying $3.5 million for a two-year ACC 
package, which some have described as the “classic example’’ of 
what the Supreme Court intended when it voided the NCAA pact. 
Last year, as a conference participating in the CFA agreement with 
ABC and ESPN, the ACC received only $400,000. Thus, dealing for 
itself, it was able to quadruple its take in a year. 

That deal overtime, however, will likely prove to be an exception 
to the norm—there is only so much room in the network schedules 
and it is a safe bet they will continue to pursue rights of only the 
handful of conferences and independent schools that constitute the 
cream of the crop in college football. And according to Neal Pilson, 
group executive vice president at CBS/Broadcast Group, that is the 
way it has been and will continue to be. “Not that many small 
schools participated under the NCAA plan,” he said. “The fact is the 
average small school didn’t get much money under the old plan and 
isn’t getting much money under the new plan either.” 

ABC and ESPN renegotiated with the CFA for a two-year package 
that will see ABC pay $31 million to broadcast a minimum of 21 
games each year, while ESPN will pay $24 million to cablecast 17 
games each season. ABC paid $12 million for 20 games and ESPN 
paid $9.3 million for 15 games in the 1984 season. This season, CBS 
and ABC will compete more directly in the late afternoon time 
period. Last season, CBS had more games with a noon or 12:30 p.m. 
start time. ESPN will carry its CFA package in prime time on Satur¬ 
day evenings beginning Aug. 31. In addition, ESPN has picked up a 
five-game Thursday-night package (which will complement the spe¬ 
cial Thursday night games carried by ABC) featuring some of the 
smaller NCAA schools that normally do not receive much broadcast 
coverage. ESPN is also carrying two bowl games, the California, in 
conjunction with rights-holder Mizlou, and Yokohama bowls. 

Turner Broadcasting System has put together a three-package, 40- 
game schedule of college football, which Rex Lardner, director of 
sports programing for TBS, describes as the most extensive of any 
network this year. WTBS, the superstation, will go head to head with 
ESPN in prime time on Saturdays with a package that will include 
games of the Big 10, Pacific 10, ACC and independents. That pack¬ 
age will also be syndicated to broadcast stations nationally. In the 
early Saturday afternoon time period, WTBS will carry a package of 
Southeastern Conference games. In addition, TBS will syndicate an 
11-game package of Big 10 games for Saturday afternoon carriage, 
none of which will be carried on the superstation. The total rights 
payments by TBS to the schools involved in its 1985 football cover¬ 
age are estimated to be in the $7-million or $8-million range. 

The USA Network is also carrying a package of 12 live regular- 
season games this year. Nine of the games are cablecasts of the 
syndicated broadcasts of Telstar Communications, headed by Fred 
Botwinik, former head of Katz Sports, which was acquired by Ray- 
corn earlier this year. Telstar is syndicating a 12-game Eastern re¬ 
gional broadcast package of four teams—Syracuse, Pittsburgh, Bos¬ 
ton College and Notre Dame. Telstar is also syndicating three Notre 
Dame games, nationally, with expected coverage of about 70% of 
the country, according to Botwinik. USA will also broadcast six bowl 
games, three through an arrangement with Mizlou, which has the 
rights to the Cherry Bowl (Dec. 21), the Independent Bowl, and the 
Senior Bowl (Jan. 18), and three through an arrangement with Lori- 
mar, which has the rights to the Holiday (Dec. 22), Bluebonnet (Dec. 
31) and Freedom (Dec. 30) bowls. The Lorimar Sports Network has 
only the right to those three bowls, but plans to get involved in 
syndicated football on the college level “in a big way” in future 
seasons, according to Mark Solomon, an LSN executive. Most of its 
activity this year will be in basketball. 

Jefferson Pilot Teleproductions is syndicating a package of 13 
ACC games to broadcasters. The package will also be seen on the 
Madison Square Gardem cable network. 

Last year’s syndication market for college football was, by most 
accounts, a trying one. Most of the syndicators lost money and 
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several, that promised rights fees that they 
could not pay because they overestimated 
viewer and advertiser demand, did not sur¬ 
vive. At least three of last year’s football 
syndicators are no longer in that business. 
Katz Sports was absorbed by Raycom, 
which this year is producing an 11-game 
Southwest Conference package, an 11-game 
Big Eight package, the Aug. 29 Kickoff 
Classic at the Meadowlands Stadium in 
Rutherford, N.J., and the Liberty Bowl 
(Dec. 27). Two others that dropped out of the 
football syndication business are being sued 
for nonpayment of rights by the schools that 
did business with them—TCS/Metrosports, 
New Kensington, Pa., and the Nashville- 
based Sports View. One new company came 
on the scene. Fred Botwinik, the former 
president of Katz Sports, created his own 
company, Tel star Telecommunications Inc. 
(see above). 

The experience last year of some major 
schools in the syndication market was so bad 
that they have opted not to participate in 
syndication this season. In fact, two entire 
major conferences are forgoing the syndica¬ 
tion market this year—the Pac 10 and the 
Western Athletic Conferences. The Pac 10 
last year had a syndication deal with 
TCS/Metrosports. In retrospect, said John 
McCasey, assistant director of the Pac 10, 
the conference’s experience with TCS/Me¬ 
trosports, “turned out to be a nightmare.” An 
initial agreement called for the syndicator to 
pay the Pac 10 $4 million for the rights to a 
package of 1984 games. But just before the 
season began, the company came back and 
forced the conference to accept $3 million or 
face the possibility of having no deal at all. 
At that point, the conference obtained letters 
of bank credit guaranteeing $2.5 million of 
the $3 million in rights fees owed. The syn¬ 
dicator ended up defaulting, not only on the 
$3 million owed for football rights, but also 
on a $1-million basketball rights agreement. 
The conference has sued the syndicator for 
$500,000 not guaranteed by banks for the 
football payments as well as for the $1 mil¬ 
lion owed for the basketball contract. 
TCS/Metrosports declined to return several 
calls placed for comment. 

But those problems aside, McCasey said, 
it is the conference’s belief that “the prolif¬ 
eration of games is driving prices down. 
We’ve decided to take a step and cut back,” 
in the hope that if a few others follow the 
lead the rights value may climb back to a 
premium. “We figure it’s worth a try.” 
McCasey declined to say exactly how much 
the Pac 10 was being paid for its participa¬ 
tion in the CBS and TBS packages, but one 
source with knowledge of the agreements 
said the conference would receive a little 
more than $14 million over two years. On an 
annual basis, that is about equal to the slight¬ 
ly more than $7 million the conference re¬ 
ceived in 1983, the last year under the 
NCAA pact. This year, 10 to 12 Pac 10 
games will be seen on television, compared 
to 21 last year, and 11 in 1983. 

The Big 10, by comparison, will receive 
about $18 million, sources confirm, for its 
two-year pacts with CBS and TBS. That is 
the highest rights fee obtained in the current 
market by any conference, and more than 


the Big 10 ever realized on an annual basis 
under the NCAA pacts. But to get it, the Big 
10 will expose 16 or 17 games a season, 11 
Saturday afternoon games and five or six 
prime time games. Despite the fact that the 
conference is faring well under the new tele¬ 
vision agreements, the Big 10 and other ma¬ 
jor groups favored the NCAA plan. “The 
basic issue,” said Big 10 commissioner 
Wayne Duke, is whether the added televi¬ 
sion exposure for college football will hurt 
game attendance. The answer remains to be 
seen, although at Big 10 schools, said Duke, 
while overall ticket sales for the coming sea¬ 
son are ahead of last year, season ticket sales 
are off. The Big 10 is also suing a syndicator 
it used last year (after its initial deal with 
TCS/Metrosports fell through). Sportsview, 
the now defunct Nashville firm, partially de¬ 
faulted on a rights payment. Duke declined 
to say how much was left unpaid, or how 
much the conference was suing Sportsview 
for. 

The Western Athletic Conference also de¬ 
cided not to sign an agreement for a package 
of syndication games this season, although it 
had offers from both kutv(TV) and ksl-tv, 
both Salt Lake City, and Curt Gowdy Sports. 
According to conference commissioner Joe 
Kearny, the member schools felt the early 
start times that would have been forced on 
the schools playing in the syndication pack¬ 
age (noon) would have hurt game atten¬ 
dance. He said that some members may do 
their own local television deals. The WAC 
has lost money under the new television ar¬ 
rangements. In 1983 it earned $2.9 million, 
but last year, participating in the CFA plan, it 
earned about $2 million. This year’s rev¬ 
enues are hard to determine at this point, 
said Kearny, but it is believed the conference 
and its schools should take in a minimum 
$2.3 million. 

■ ABC-TV was scheduled to begin its 
NFL schedule on Aug. 3 with the Hall of 
Fame Game, with its lineup of Frank Gif¬ 
ford, and two Hall-of-Fame inductees, O.J. 
Simpson and newcomer Joe Namath. Spots 
for the Hall of Fame Game were selling at 
$35,000 per 30 seconds. Two preseason 
ames, Aug. 19 and Aug 26, will include 
75,000 30’s. Spots in the regular Monday 
Night Football lineup of 16 games will sell at 
$175,000 per 30, down from last year’s 
price of $185,000. There will be five foot¬ 
ball broadcasts on Thursday, Friday and Sun¬ 
day this year, with spot prices being a report¬ 
ed $10,000 to $15,000 lower than Monday- 
night spots. ABC has not reached a final 
decision on whether to begin non-Monday 
night games an hour earlier at 8 p.m. NYT. 

On the college front, 30-second spots on 
the CFA schedule open at $45,000. The Ga¬ 
tor Bowl (Dec. 30) and the Sugar Bowl (Jan. 
1) will be priced at $65,000 and $110,000 
per 30-second spot, respectively. 

According to J. Larre Barrett, vice presi¬ 
dent of sales, ABC Sports, the Monday 
Night schedule is 50% sold. With the first 
games already sold out, he said he expects 
the entire schedule to be 90% sold going into 
the first game. But in characterizing the cur¬ 
rent mood of the advertising market, Barrett 
would not lean in any direction: “It’s not a 
seller’s market, but it’s not a buyer’s market 


either.” Barrett mentioned that sales for tht 
World Series on ABC, which he said is novs 
65% sold, influence sales for early-seasor 
football because they “take money out of the 
overall sports marketplace.” 

■ At NBC-TV, a spokesman said the net¬ 
work is selling spots for the Super Bowl a 
$550,000, up from $500,000 last year, wher 
ABC carried the game. NBC’s schedule be¬ 
gins with preseason games on Aug. 14 
Aug. 24 and Aug. 30, with the last two being 
in prime time. The network will carry % 
regular season games, as well as the foui 
AFC post-season playoff games and cham¬ 
pionship, and the Super Bowl. 

NBC’s schedule is 45% sold out, with 
25% of the schedule’s sales coming during 
the third week of July. While last year’s reg¬ 
ular-season price increases were up 12.5%. 
prices this year are said to be up only 7% tc 
10%. The price of a 30-second spot during 
regular-season AFC games is up from Iasi 
year’s $135,000 to the $144,000-to- 
$148,000 range. Playoff prices have report¬ 
edly dropped, however, from last year’s 
$225,000 to $200,000 this year, as has the 
price of the AFC championship game, dowr 
from $275,000 to $250,000. 

■ The CBS NFL schedule of 105 games, 
including NFC playoff and championship 
games, begins Sept. 8. It will be preceded b> 
three preseason games—Aug. 17, 24 anc 
31. It is believed prices for NFL games will 
rise 5% to 9% over last year, putting them ir 
the $ 162,000-to-$ 168,000 range. Lasi 
year’s increases were up 12% to 15%. The 
price of a 30-second spot during an NFC 
playoff game is reportedly $215,000 anc 
$250,000 for the championship game. 
Prices for the network’s schedule of Big 10. 
Pac 10, ACC and other college football 
games are undetermined as of yet. The col¬ 
lege schedule begins Sept. 14. 

■ NBC Radio captured the NFL radio broad¬ 
cast rights package this year from CBS. 
which had it for seven consecutive years. 
NBC signed a two-year deal last March for s 
reported $11 million. The agreement calls 
for NBC to air 37 games—27 regular-season 
games including 16 Monday night contests 
and 10 post-season games highlighted by the 
Super Bowl. The first game is slated foi 
Monday night, Sept. 9, when the Washing¬ 
ton Redskins visit the Dallas Cowboys. 

NBC Radio Network Vice President and 
General Manager Steve Soule said he ex¬ 
pects a minimum lineup of 250 affiliates foi 
NFL football. Soule noted that NBC has al¬ 
ready cleared the top 25 markets, which in¬ 
clude all the NBC owned-and-operated AM 
stations, as well as outlets in 46 of the top 5C 
markets and 86 of the top 100. The NFL 
package is also being offered to affiliates of 
the Dallas Cowboys radio network through 
an agreement with the Texas State Network. 
Soule said NBC is pursuing similar agree¬ 
ments with other regional football networks. 

Major advertisers who have already 
signed for NBC’s NFL football are: An¬ 
heuser-Busch, Big A Auto Parts and Pres¬ 
tone antifreeze. Many accounts are still 
pending due at least in part, according tc 
Soule, to the finalization of their commit¬ 
ments to the television packages. Industry 
sources say the average cost of 30-second 


Broadcasting Aug 5 1985 




■ 

.. I I FOOTBALL 85 

Local radio's pre- and regular-season NFL coverage 



Team 

Ort^mafor 

Regional network; games 
scheduled; rights holder 

AFC East 

Buffalo Bills 

WBEN(AM) Buffalo, N.Y. 

Reg. net of 10; four presea¬ 
son and 16 regular season 
games; station holds rights. 

Indianapolis Colts 

WIBC(AM) Indianapolis 

Reg. net of 16; four presea¬ 
son and 16 regular season 
games; station holds rights. 

Miami Dolphins 

WIOD(AM) Miami 

WQBAfAM) Miami 
(Spanish) 

Regional network of approxi¬ 
mately 30 stations for WIOD 
(no regional Spanish net¬ 
work); four preseason and 16 
regular season games. WIOD 
holds both Spanish and Eng¬ 
lish radio rights. 

tew England Patriots 

WEEI(AM) Boston 

Reg. net. of 32. four presea¬ 
son and 16 regular season 
games; station holds rights. 

tew York Jets 

WABC(AM) New York 

Station will carry two presea¬ 
son and 11 regular season 
games Due to conflict in ear¬ 
ly part of season with New 
York Yankees baseball, 
which it also carries, station 
has assigned two preseason 
and five regular season 
games to WMCA New York; 
WABC holds rights 


AFC Central 

Cincinnati Bengals 

WKRC(AM) Cincinnati 

Reg. net of 40 to 50 stations; 
four preseason and 16 regu¬ 
lar season games; station 
holds rights. 

Cleveland Browns 

WWWE(AM) Cleveland 

Reg. net of about 25 stations; 
four preseason and 16 regu¬ 
lar season games, games will 
be simulcast of co-owned 
WDOK(FM); station holds 
nghts 

-louston Oilers 

KODA(FM) Houston 

KODA Oilers Radio Network 
of 35 stations, five preseason 
and 16 regular season 
games; KODA and parent, 
Westinghouse, hold rights. 

Pittsburgh Steelers 

WTAE(AM) Pittsburgh 
WHTX(FM) Pittsburgh 

Four preseason and 16 regu¬ 
lar season games; station 
holds rights 


Team 

Originator 

Regional network; games 
scheduled; rights holder 

AFC West 

Denver Broncos 

KOA(AM) Denver 

Reg. net of about 6Q stations; 
four preseason and 16 regu¬ 
lar season games; station 
holds rights. 

Kansas City Chiefs 

KCMO(AM) Kansas City 

Reg. net. of 50 stations; four 
preseason and 16 regular 
games; station holds rights. 

Los Angeles Raiders 

KRLA(AM) Pasadena 

KMEX(AM) Los Angeles 
(Spanish) 

Reg. net. of 25 for KRLA and 
reg. net. of six for KTNQ; four 
games preseason, 16 games 
regular season each; Bob 
Speck Productions, Los An¬ 
geles, holds rights. 

San Diego Chargers 

KLZZ(AM) San Diego 

Four preseason and 16 regu¬ 
lar season games; station 
holds rights. 

Seattle Seahawks 

KIRO(AM) Seattle 

Reg. net of 55; four presea¬ 
son games and 16 regular 
season games; station holds 
rights. 


NFC East 

Dallas Cowboys 

KRLD(AM) Dallas 

Texas State Network of 175 
stations; Spanish network of 
20 stations; four preseason 
and 16 regular season 
games; station holds rights. 

New York Giants 

WNEW(AM) New York 

Reg. net of 25 to 30; four pre- 
season and 16 regular season 
games; station holds rights 
with Connecticut Radio Net¬ 
work handling net sales. 

Philadelphia Eagles 

WIP(AM) Philadelphia 

Reg net of 27, with four pre¬ 
season and 16 regular 
games; station holds rights 
with Sportsnet handling net. 

St. Louis Cardinals 

KMOX(AM) St. Louis 

Reg. net of 50 stations; four 
preseason and 16 regular 
season games; station holds 
rights. 

Washington Redskins 

WMAL(AM) Washington 

Reg net of about 100 sta¬ 
tions; four preseason and 16 
regular season games; sta¬ 
tion holds rights. 


Chart continues on page 36 
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Continued from page 35 


Team 

Originator 

Regional network; games 
scheduled; rights holder 

Team 

Originator 

Regional network; games 
scheduled; nghts holder 


NFC Central 

i 


NFC West 


Chicago Bears 

WGN(AM) Chicago 

Tribune Radio Networks— 

35 stations; four preseason 
and 16 regular season 
games; station holds rights 

Atlanta Falcons 

WSB(AM) Atlanta 

Regional network of about 6! 
stations; four preseason an< 
16 regular season games 
team holds rights. 

Detroit Lions 

WJR(AM) Detroit 

Reg. net of 38; four presea¬ 
son and 16 regular season 
games; station holds rights 

Los Angeles Rams 

KMPC(AM) Los Angeles 

Reg. net of 23 stations fo 
KMPC; no Spanish-languagi 
network; KMPC holds radi< 
rights, and will produce fou 
preseason and 16 regula 
season games. Station als< 
produces Spanish broadcas 
for which it buys time to cai 
ry on KLVE. 

Green Bay Packers 

WTMJ(AM) Milwaukee 

Reg. net of 35 stations; four 
preseason and 16 regular 
season games; station holds 
nghts 



Minnesota Vikings 

KSTP-FM Minneapolis- 
St. Paul 

Reg. net of 56; four presea¬ 
son and 16 regular season 
contests; station holds 
nghts 


KLVE(AM) Los Angeles 
(Spanish) 



New Orleans Saints 

WWL(AM) New Orleans 

Reg. net of 33; four presea 

Tampa Bay Buccaneers 

WSUN(AM) Tampa- 
St. Petersburg 

Reg. net of 21; four presea¬ 
son and 16 regular season 



son and 16 regular seasoi 
games; station holds rights 



games; Taft Broadcasting 
holds rights; CBS will hold 
rights after transfer. 

San Francisco 49ers 

KCBS(AM) San Francisco 

Reg. net of 17; four presea 
son and 16 regular season 
Station holds rights. 


spots hovers in the $7,000 range. 

The “primary” announcing team for 
NBC’s coverage will be NBC sportscasters 
Don Criqui and Bob Trumphy. The second 
team will be composed of sportscaster Mel 
Proctor, the current radio voice of the New 
Jersey Nets, and former NFL player Dave 
Rowe. Soule said NBC sportscaster Bob 
Costas will handled the pre-game show, 
which will air about 10 minutes before game 
time, and a half-time program. Meanwhile, 
Trumphy will host a post-game, call-in show 
titled NFL Live. The program will be one 
hour in length, except after several post-sea- 
son games when it will be extended to two 
hours. 

NBC will also air five college bowl 
games: Gator, Liberty, Fiesta, Rose and Or¬ 
ange—the last three on New Year’s Day. 

■ The Mutual Radio Network will air 16 reg¬ 
ular-season NFL Sunday doubleheaders 
from Sept. 8 through Dec. 22 beginning at 1 
p.m. and 4 p.m. NYT, each week. Mutual 
has individual yearly contracts for Sunday 
broadcasts with most of the NFL franchises. 
The two announcing teams are: Chuck 
Thompson (play-by-play) and Fran Curci 
along with Tony Roberts (play-by-play) and 
Jack Ham. 

The network’s advertiser lineup includes: 
American Honda, Ford Parts & Services, 
GMAC, Big A Auto Parts and Travelodge. 
Mutual’s director of sports, Luke Griffin, 
reports the NFL package is about 50% sold 
out. Griffin also noted that Mutual no longer 
holds regional network rights, citing escalat¬ 


ing costs. Last year, Mutual held the region¬ 
al network rights to four NFL franchises: the 
Pittsburgh Steelers, Atlanta Falcons, Hous¬ 
ton Oilers and Kansas City Chiefs. 

Mutual’s college coverage this year will 
include 11 Notre Dame games as well as 11 
other major college contests. Additionally, 
the network also plans to offer a package of 
five bowl games: the new All-American 
Bowl, Holiday, Sugar, Bluebonnett and one 
other soon to be announced. 

■ CBS Radio, which lost the NFL rights 
package to NBC, is offering some counter- 
programing to play-by-play. Beginning Sun¬ 
day, Sept. 8, CBS will present a two-hour, 
weekly talk show hosted by CBS sportscas¬ 
ters Jack Buck and Hank Stram. It will fea¬ 
ture reviews and highlights of the weekend 
games as well as a listener call-in segment. 
The program is scheduled to air from 8 to 10 
p.m. NYT. 

CBS will also offer stations a weekly, 20- 
minute preview show of the upcoming 
weekend’s NFL action that will be fed to 
stations every Friday. The show, NFL Pre¬ 
view , will be hosted by CBS sportscaster 
Brent Musbuiger. 

On the college front, CBS Radio will air 
the “College Football Kickoff Classic,” fea¬ 
turing Boston College and Brigham Young 
University, from Giants Stadium in East 
Rutherford, N.J., on Aug. 29. The network 
will also broadcast the Sun Bowl and the 
Cotton Bowl. And new to the CBS college 
lineup this year is a 13-week series summa¬ 
rizing the results of college football games 


throughout the regular season. Called Col 
lege Football Scoreboard , the program 
which is being fully sponsored by True Valu' 
Hardware Stores, will be anchored by CBf 
Radio sportscaster Ed Ingles. It begins Sept 

As for the USFL, there was no nationa 
radio coverage this year. ABC Radio hel< 
the rights for the first two years of th< 
league’s existence—1983 and 1984—bu 
did not renew in 1985. 

■ KcbS(AM) San Francisco enters the sec 
ond year of a multiyear rights contract tc 
broadcast the 49ers , last season’s Supe 
Bowl champion. The station is carrying th< 
team’s full slate of games, including foui 
preseason games. It will have a 17-statioi 
regional network in northern California. In¬ 
terest in the team is so substantial, report! 
general manager Ray Barnett, that for tht 
first time, the station is expanding its 49en 
network to four surrounding states, includ 
ing Oregon, Washington, Arizona and New 
Mexico. Nine stations in those states ha vt 
agreed to participate in the out-of-state net¬ 
work. “There’s a high degree of interest ir 
the team,” said Barnett, “because they have 
been the Super Bowl champions two of the 
last four years.” He said that by the start ol 
the season, the out-of-state network woulc 
probably total more than a dozen stations 
including one in Youngstown, Ohio, home 
of 49er owner Edward Debartolo. That h 
addition to stations that have picked up the 
games in Hawaii and Guam for a number ol 
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Local TV preseason NFL coverage 


>am 

Originator 

Regional network; games 
scheduled; rigkts holder 

AFC East 1 

uffalo Bills 

WKBW-TV Buffalo, N.Y. 

Three live games; station 
holds rights. 

ldianapolis Colts 

WTHR Indianapolis 

Four live games; station 
holds rights. 

liami Dolphins 

WCIX Miami 

One live, two tape delayed 
games; station holds rights. 

lew England Patriots 

WBZ-TV Boston 

Three live games; station 
holds rights. 

lew York Jets 

WNEW-TV New York 

Two live, one tape delay 
games; station holds rights. 


AFC Centra/ 

incinnati Bengals 

WLWT Cincinnati 

Reg. network of two sta¬ 
tions; two live, two tape de¬ 
layed games; station holds 
rights. 

leveland Browns 

WKYC-TV Cleveland 

Two live games; station 
holds rights. 

ouston Oilers 

KHTV Houston 

One live, two taped delayed 
games; station holds rights. 

.ttsburgh Steelers 

WTAE-TV Pittsburgh 

Reg. net of seven stations; 
four games; station holds 
rights. 


AFC West 

enver Broncos 

KCNC-TV Denver 

Reg. net of two stations; two 
live games and third if sold 
out; station holds rights. 

ansas City Chiefs 

KCTV-TV Kansas City 

Two live, two tape delayed 
games; station holds rights. 

as Angeles Raiders 

KNBC Los Angeles 

KMEX-TV Los Angeles 
(Spanish) 

Two live games each; Bob 
Speck Productions, Los An¬ 
geles, holds rights. 

in Diego Chargers 

KGTV San Diego 

Two live games; station 
holds rights. 

aattle Seahawks 

KING-TV Seattle 

Four live games; station 


holds rights. 


Team 

Originator 

Regional network; games 
scheduled; rights holder 

NFC East 

Dallas Cowboys 

KXAS-TV Dallas 

Fort Worth 

One taped game; Anamark 
holds rights. 

New York Giants 

WPK New York 

Two live, two tape delay 
games; station holds rights. 

Philadelphia Eagles 

KYW-TV Philadelphia 

Four live games; station 
holds rights. 

St. Louis Cardinals 

KPLR-TV St. Louis 

Two live, two tape delayed 
games; station holds rights. 

Washington Redskins 

WTTG Washington 

Three live games; station 
holds rights. 


NFC Central 


Chicago Bears 

WBBM-TV Chicago 

Three live games; station 
holds rights. 

Detroit Lions 

WJBK-TV Detroit 

Two live, two tape delay 
games; station holds rights. 

Green Bay Packers 

WBAY-TV Green Bay 

Reg. network of three sta¬ 
tions; four live games; sta¬ 
tion holds rights. 

Minnesota Vikings 

KSTP-TV Mirmeapolis- 
St. Paul 

One live game; station holds 
rights. 

Tampa Bay Buccaneers 

WTOG Tampa- 
St. Petersburg 

Reg. net of two; one live, 
three tape delay games; sta¬ 
tion holds rights. 


NFC West 1 

Atlanta Falcons 

WAGA-TV Atlanta 

Two live games and two de¬ 
pending on sell out; station 
holds rights. 

Los Angeles Rams 

No deal yet 

N/A 

New Orleans Saints 

WWL-TV New Orleans 

Also feeds WAFB-TV Baton 
Rouge; two live, two tape de¬ 
lay games; station holds 
rights. 


San Francisco 49ers KPIX San Francisco Reg. net of two; one live 

game; station holds rights. 
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years. Radio sponsors this year include An¬ 
heuser-Busch, United Airlines, Chevrolet 
and Pacific Gas & Electric. 

On the television side, KPIX(TV) San Fran¬ 
cisco will carry only one of four pre-season 
games this year, because the three others are 
being picked up by the networks, one each to 
ABC, CBS and NBC. During the course of 
the season, however, the station will be 
broadcasting two half-hour weekend 49ers 
highlight programs, including one on Satur¬ 
day evenings at 5:30 p.m., which will fea¬ 
ture 49er coach Bill Walsh answering ques¬ 
tions submitted by fans, and a Sunday 
morning (9 a.m.) preview show. 

■ This season marks the 35th consecutive 
year KMPC(AM) Los Angeles has broadcast 
Rams football, according to general man¬ 
ager Bill Ward. The station has just entered a 
new three-year contract that extends, with a 
one-year option, to 1988. Ward said he ex¬ 
pects 23 stations on this year’s regional net¬ 
work. The station also produces a Spanish- 
language broadcast, which is carried on 
KLVE(FM) Los Angeles. (Kmpc holds all ra¬ 
dio rights and purchases a weekly block of 
time from KLVE for the Spanish broadcast, 
selling the advertising availabilities itself.) 
Sponsors include Budweiser, Chevrolet and 
Chevron. At press time, the Rams did not 
have a local television station in place to 
carry its four preseason games. Three of the 
games are tape-delayed, a primary reason 
why last year’s rights holder, KCBS-TV, said it 
declined the rights this year. 

■ WABC(AM) will be entering its second year 
of a three-year deal for broadcast rights to 
the New York Jets . And. as it did last year, 
the station, due to a scheduling conflict with 
its New York Yankees broadcasts (it is in the 
fifth year of a six-year deal), will pay 
WMCA(AM) to air seven games (both pre- and 
regular season contests) which overlap with 
Yankee games at a cost in the $10,000 to 
$12,000 range. 

Wabc Vice President and General Man¬ 
ager Jim Haviland said that Jets games are 
about 60% sold out, with Eastern Airlines 
and Blue Cross/Blue Shield among the ma¬ 
jor sponsors. The station also plans to air 
two-hour pre- and post-game shows. 

Wnew-tv will broadcast three preseason 
games, two live and one tape delayed. Major 
sponsors include: Miller Beer. Meinke Muf¬ 
fler, Purolator Courier, Burger King Manu¬ 
facturers Hanover Trust and American Ex¬ 
press. 

■ The Sew York Giants will be heard on 
Metromedia’s WNEW(AM) for the 25th con¬ 
secutive year. Advertising spots have 'sold 
out.*' said Gary Blum, general sales manager 
for wnew. Among the major advertisers are 
Anheuser-Busch, TWA, American Honda 
and Nabisco. 

WPIX-TV will air four preseason contests, 
two live and two on tape delay. Major adver¬ 
tisers include Miller Beer. 

■ In Minneapolis, Hubbard Broadcasting’s 
“personal ity” adult contemporary KSTP-FM 
captured the radio broadcast rights for the 


Minnesota Vikings from WCCO(AM). The 
new deal is for three years. 

Kstp-FM General Sales Manager Tim 
Monaham reported that sales “haven’t been 
easy.” But he cited some solid major spon¬ 
sors, including American Honda, Republic 
Airlines, Fanners Insurance and Midwest 
Federal. Monaham said there will be a re¬ 
gional network of about 56 stations extend¬ 
ing across four states. 

Station Manager Chuck Knapp said that 
Vikings coach Bud Grant will do a seven- 
minute pre-game show as well as a series of 
three, three-minute reports during the week. 

Kstp tv is the new rights holder of Vi¬ 
kings football for local preseason television 
coverage. The team had been with wcco-TV 


Network lineups 

ABC-TV 

Hall of Fame Game 

Aug. 3 

NFL preseason 

Aug. 19, 26 

CFA 

Starts Sept. 2 

NFL (Monday night) 

Starts Sept. 9 

Gator Bowl 

Dec. 30 

Sugar Bowl 

Jan. 1 

Pro Bowl 

Feb. 6 

CBS-TV 

NFC preseason 

Aug. 17, 24, 31 

NFC regular season 

Starts Sept. 8 

PAC 10/Big 10/ACC 

Starts Sept. 14 

Blue-Gray game 

Dec. 25 

Sun Bowl 

Dec. 28 

NFC playoffs Dec. 29, Jan. 4, 5 

Peach Bowl 

Dec. 31 

Cotton Bowl 

Jan. 1 

NFC Championship 

Jan. 12 

NBC-TV 

AFC preseason 

Aug. 14, 24, 30 

AFC regular season 

Starts Sept. 8 

Citrus Bowl 

Dec. 28 

Rose Bowl 

Jan. 1 

Orange Bowl 

Jan. 1 

AFC playoffs Dec. 29, Jan. 4, 5 

Hula Bowl 

Jan. 11 

AFC Championship 

Jan. 12 

Super Bowl XX 

Jan. 26 

CBS Radio 

College Kickoff Classic Aug. 29 

Sun Bowl 

Dec. 28 

Cotton Bowl 

Jan. 1 

Mutual Radio 

Notre Dame and 


other college games 

: Starts Sept. 7 

NFL package 

Starts Sept. 8 

Army-Navy game 

Dec, 7 

Holiday Bowl 

Dec. 22 

All-American Bowl 

Dec. 31 

Bluebonnet Bowl 

Dec. 31 

Sugar Bowl 

Jan. 1 

NBC Radio 

NFL package 

Starts Sept. 9 

Liberty Bowl 

Dec. 27 

Gator Bowl 

Dec. 30 

Fiesta Bowl 

Jan. 1 

Rose Bowl 

Jan. 1 

Orange Bowl 

Jan. 1 


for several years. KStp-TV has only a one- 
year deal and will air just one live, preseason 
contest. Among the sponsors is Midwest 
Federal. 

■ The Detroit Lions will again be heard over 
Capcities’ WJR(AM), along with a regional 
network of about 38 stations. Tony Nagor- 
sen, national sales manager for WJR, reports 
advertising sales “brisker” this year than in 
the past, with the season already about 75% 
sold. Major sponsors include Anheuser- 
Busch, Ford, Chrysler (network only). Re¬ 
public Airlines, Big Boy restaurants. Ar¬ 
mour Meat and Farmer’s Insurance. 

Meanwhile, wjbk-tv General Sales Man¬ 
ager Jim Clayton also reports that sales are 
“better than last year.” Among the adver¬ 
tisers for Lions preseason football are: J.C. 
Penney, Midas Muffler, Shell Oil and Stroh’s 
Signature beer, the last a partial sponsor. 
WJBK-TV will air two live and two tape-de¬ 
lay, preseason games. 

■ Former Washington Redskins greats and 
Hall-of-Famers Sonny Jurgenson and Sarr 
Huff will continue to broadcast the 16 regu¬ 
lar season and four preseason games foi 
rights holder wmaL(AM) there. Games arc 
heard on a network of approximately 10C 
stations. With Metrosports, which used tc 
handle the network, no longer in business 
Bill Ray, a private contractor, has taken ovei 
the networking responsibility. 

According to Andrew M. Ockershausen 
wmaL vice president, sales are going “su 
per” for Redskins coverage, which include* 
a pre-game report and The Locker Room Re 
port on the network. The Stadium Shou 
(pre-game) and The Ken Beatrice Shou 
(post-game) are heard locally. A sellout oi 
advertising availabilities before opening da} 
is expected. Major sponsers include Bud 
weiser, TWA. Capital Area Chevrolet deal 
ers and Kodak. 

WTTG(TV) Washington will carry thre< 
live preseason games this year. Announcer: 
will be Sam Huff and Dick Stockton. 

■ WKRC(AM) Cincinnati is beginning a 
new three-year contract with the Bengals. 
Sponsors include Honda, Budweiser, Sean 
and Nationwide auto parts. Wkrc, with an¬ 
nouncer Phil Samp, has broadcast Bengal* 
games since the club was formed in 1969. 
Preseason television games will be shown or 
wlwt(TV), where the director of sales, Ned 
Paddock, says 75% to 80% of the available 
commercial time is sold. Coors Beer, Toyota 
and Pepsi are signed as sponsors, anc 
Wendy’s restaurants is expected to be addec 
to the list. 

■ WwwE(AM) Cleveland, in its first yeai 
holding radio rights to the Clevelanc 
Browns , said sales have been relative!} 
good. (Art Modell, owner of the Browns 
bought WWWEJAM) in March.) According t( 
Bob Stem, director of sports marketing 
Browns games will be simulcast or 
WDOK(FM), in addition to being carried on « 
25-station network. Among the sponsor: 
will be Honda, Anheuser-Busch, Blut 
Cross/Blue Shield and Farmers’ Insurance 
Greg Bendin, national sales manager a 
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✓KYC-TV, said sales for preseason television 
•roadcasts are “strong” and that the station is 
satisfied with the level sold so far.” His list 
•f sponsors includes Miller Beer and the lo- 
ai Toyota dealer’s association. 

■ KOA(AM) Denver is entering the first 
ear of a long-term contract for radio rights 
) the Denver Broncos . Sports Director Bob 
lartin said it has been “a pretty good year” 

1 sales to date. Commercial time for all 
reseason and regular-season games is 
nearly sold out,” he said. Budweiser, 
londa and Anheuser-Busch are among 
xmsors. Ad time on KCNC-TV is expected to 
e sold out by early August for its schedule 
f three preseason telecasts, according to 
eneral manager, Roger Ogden. 

■ Paul LeSage, general manager of 
TMJ(AM) Milwaukee, said advertising is 
iarly sold out for the Green Bay Packers 
dio broadcasts. The station’s list of spon- 
>rs includes Anheuser-Busch, local Ford 
talers. Century Insurance, True Value 
ardware, Amoco, Wisconsin Bell and 
ly’s potato chips. Sales for preseason 
imes on wbay-tv Green Bay are slower 
is year than last, according to the station’s 
'ogram director, Dick Millhiser, due to dif- 
culty in signing the main advertiser for 
ickers football in the past, Pabst beer, 
owever, he expressed optimism that sales 
ould improve before the start of the presea- 
►n. 

Dallas Cowboys radio coverage will again 

2 handled by KRLD(AM) Dallas, the rights 
older of four preseason and 16 regular sea- 
>n games and originating station for 175 
ations of the Texas State Network and 20 
tgional Spanish stations. KRLD has sold 
2% to 85% of its advertising spots, accord- 
ig to Ed Wodka, vice president and general 
lanager, and major sponsors include Bud- 
eiser, Honda, General Electric, GTE and 
odak. Cowboy promotion includes talk 
lows with head coach Tom Landry; weekly 
mners with Landry at El Chico restaurant, 
tended by up to 400 people, and contests 
taturing prizes such as trips to away games, 
ips to Hawaii and cruises with players. 

KXAS-TV Dallas-Fort Worth will again 
riginate preseason coverage of the Dallas 
owboys, airing a single videotaped game 
n Aug. 11. Rights to the game are held by 
namark, an Austin, Tex., sports marketing 
msultant, and rights to the other three pre- 
;ason games are held by network TV. Ad¬ 
vising spots are “well sold,” according to 
e station’s president and general manager, 
ank O’Neil. Coors will be the primary 
>onsor. The game will be promoted with 
levision spots. 

I KLZZ(AM) (formerly KOGO) San Diego 
olds the rights to and will originate cover¬ 
ge of San Diego Chargers games for a sec- 
>nd year, airing four preseason and 16 regu- 
ar-season games. The station’s signal 
eaches all of southern California, although 
;lzz is not part of a regional network. Ted 
.ightner will be the new play-by-play voice 
or the Chaigers, said klzz operations man¬ 
ger, John Forsythe. During home games, 
brsythe will broadcast from tailgate parties 
nd from the stands, interviewing fans and 


celebrities and giving away money. The sta¬ 
tion’s major sponsors include Budweiser, 
Jack-in-the-Box, Honda and Von’s super¬ 
markets. 

Two live, preseason San Diego Chaigers 
games will be broadcast by KGTV(TV) San 
Diego, which holds the rights to the games. 
Advertising spots are being sold by both the 
Chaigers and kgtv. The station’s vice presi¬ 
dent and general manager, Clayton Brace, 
said KGTV has sold all 19 spots. Major spon¬ 
sors include Coca-Cola, Toyota, Anheuser- 
Busch and Jack-in-the-Box. 

■ Houston Oilers radio spots are “heavily 
sold,” according to David Pearlman, vice 
president and general manager, KODA(FM) 
Houston. Koda will be originating coverage 
of the team’s five preseason and 16 regular 
season games, beginning with the NFL’s first 
full stereo radio broadcast, scheduled for last 
Saturday, Aug. 3—the Hall of Fame game 
between the Oilers and the New York Gi¬ 
ants. Pearlman said KODA, an easy listening 
station, is the first FM in NFL history to be 
awarded a full rights package. It holds the 
rights with its parent company, Group W. 
Games are to be broadcast to 35 stations in 
the Southwest through the KODA Oilers Ra¬ 
dio Network. Promotions include a Free Fan 
Fare contest, in which listeners are sent to 
away games, and the inclusion of Oilers 
coach, Hugh Campbell, as a part of the 
weekday morning drive show. Sponsors in¬ 
clude Budweiser, Honda, True Value hard¬ 
ware, GTE and Continental airlines. 

Oilers television coverage will be handled 
by KHTV(TV) Houston. “Over half’ the 
games’ advertising spots have been sold, ac¬ 
cording to Don Hoagland, KHTV promotion 
manager. Miller Lite will be the major spon¬ 
sor of the games, and participating sponsors 
include Exxon and Southwestern Bell. To 
promote the games, KHTV is advertising on 
radio, in print and on outdoor billboards. 
Other station promotions include a 10-foot 
Oilers helmet parked on a golf cart outside 
the station and seen, according to Hoagland, 
by about 80,000 cars a day. Hoagland said a 
new jingle and animation have been pro¬ 
duced for the opening segments of the 
games, and a 30-minute preseason special 
shot at the Oilers training camp will be 
broadcast before the first game. 


■ WGN(AM) Chicago has taken over radio 
coverage of the Bears from WBBM(AM), and 
holds the rights to the team’s four preseason 
and 16 regular-season games. Wgn will air a 
two-hour tailgate/sports production before 
every game, from Soldier Field for home 
games and from a local restaurant when the 
Bears are away. Coverage will include re¬ 
motes from the party, the broadcast booth on 
the field and the locker room, as well as 
sports features. The coverage will be “a way 
to blend in football with family,” said Chuck 
Swirsky, manager of sports. 

Announcers for the games will be Wayne 
Larabee, former St. Louis Cardinal Jim Hart 
and former Bears linebacker Dick Butkus. 
Each game will be followed by a two-hour 
interview show. Major sponsors are Chevro¬ 
let and Chicagoland Chevy Dealers, Illinois 
Department of Tourism, True Value hard¬ 
ware stores and Chicagoland Amoco. Most 
of the advertising spots have been sold. 

WBBM-TV returns with Bears television 
coverage—three, live, preseason games. 
The station, which holds the rights to the 
games, hopes to sign regular advertisers 
Budweiser, True Value hardware, McDon¬ 
ald’s and Standard Oil. The games will be 
promoted with on-air spots in the week pre¬ 
ceding the first telecast, as well as in the 
local news by sports commentator Johnny 
Morris, who is analyst for the games. 

■ Los Angeles-based Bob Speck Produc¬ 
tions continues to handle rights and advertis¬ 
ing sales of the four preseason and 16 regular 
season Los Angeles Raiders games heard on 
KRLA(AM) and KMEX(AM) (Spanish). Krla 
coverage is distributed to a network of 25 
stations, while KMEX coverage goes out to 
five more stations. 

Speck also owns rights to television cov¬ 
erage on KNBC(TV) and kmex-tv (Spanish). 
The four television and radio stations are 
now in the third year of a three-year deal 
with Speck. 

According to Peter Columbus, Speck vice 
president, while sales are tougher than last 
year when Olympic dollars were plentiful, 
“100% renewals” are now being exper¬ 
ienced on advertising for Raiders coverage. 
Currently, he estimates that radio coverage is 
90% sold, and expects it to be sold out by 
opening day. Among radio sponsers are An- 
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heuser-Busch, Nissan, Hitachi and AC- 
/Delco. 

■ Kyw-tv Philadelphia begins its first year 
as originator of the four preseason games of 
the Philadelphia Eagles. According to the 
station’s general manager, Jim Thompson, 
KYW-TV has devised an unusual approach to 
rights payment—a combination of cash and 
barter advertising. Thompson says sales are 
progressing satisfactorily, with substantial 
advertisers including Bell Atlantic, Phila¬ 
delphia Dodge dealers, Philadelphia Toyota 
dealers and Stroh’s Beer. On radio, Hal 
Smith, general manager of WIP(AM) Phila¬ 
delphia, estimates that sales have passed the 
60% mark and says that he’s slightly disap¬ 
pointed. He attributes the softness in nation¬ 
al business to a lack of product distribution 
in the Philadelphia area in some instances. 
Among solid advertisers are Honda, 
McDonald’s, MAB Paints and Meridean 
Bank. 

■ KCMO(AM) Kansas City has taken over re¬ 
sponsibility for the Chiefs radio regional net¬ 
work from Mutual and has signed about 50 
affiliates. Bill Johnson, general manager, re¬ 
ports that business is slightly behind sched¬ 
ule but says that negotiations with Mutual 
slowed down the sales effort. He said he and 
his staff are hoping to catch up and adver¬ 
tisers already signed include Anheuser- 
Busch, Texas Oil, TWA and local clients. On 
the television side, Patrick North, general 
sales manager of KCTV(TV) Kansas City, esti¬ 
mates that its advertising package is about 
80% sold. He lists Southwest Bell and Ford 
dealers as major clients, supplemented by a 
large group of local advertisers. 

■ Michael Corken, vice president and gener¬ 
al manager of WTHR(TV) Indianapolis , re¬ 
ported that the advertising schedule is 95% 
sold for the Colts , with clients including 
Chevrolet dealers, Ford dealers, Merchant’s 
Bank and Hardee’s. With this only the sec¬ 
ond season the Colts have been in Indiana¬ 
polis, he said enthusiasm for ticket sales re¬ 
mains considerably high. Roy Cooper, vice 
president and general manager of WIBC(AM) 
Indianapolis, reports sales to Toyota dealers, 
Budweiser and local clients. 

■ Jon Hirschbeig, general sales manager of 
WEEK AM) Boston, said business for New 
England Patriot games is running “well 
ahead of last year” at this time. Advertising 
is strong in both coverage of the games and 
in pre- and post-game programs. Among the 
larger advertisers are Anheuser-Busch, 
Honda, New England Telephone, True Value 
Hardware and Epson Computers. On televi¬ 
sion, a spokesman for wbz-TV Boston said 
Patriots football has attracted a substantial 
number of advertisers, including Coors 
Beer, The Gap, Sprint and Datsun. 

■ Three-quarters of the spots have been sold 
already for St. Louis Cardinals games that 
KMOX(AM) will broadcast. According to 
Robert Hyland, vice president and general 
manager, the station is in the first year of a 
five-year contract and will send its feed to a 
regional network of 50 stations. Advertisers 


include Anheuser-Busch, Farmer’s Insur¬ 
ance, Chevrolet, TWA, Amoco, Mazda and 
Meineke. 

Kplr-tv signed its agreement with the 
Cardinals two weeks ago. It has already 
signed up Anheuser-Busch as a major spon¬ 
sor. 

■ The Atlanta Falcons have a new originat¬ 
ing station and a new arrangement. In a one- 
year experiment, WSB(AM) will originate 
coverage but will pay no rights fee. Instead, 
it will turn over 24 of the 30 game spots to 
the Falcons, who have contracted with Los 
Angeles-based Gilmac Sports Marketing to 
sell them. Daren McGavren, president of 
Gilmac, said that definite sponsors to date 
include Budweiser, Delta Airlines, Chevron 
and Honda. Wsb will also retain the spots in 
the 30-minute pre-game and post-game 
shows scheduled for distribution to a region¬ 
al network of about 65 stations. Waga-TV 
will continue to run the four Falcon presea¬ 
son games. According to the station’s vice 
president and general manager, Paul Ray¬ 
mond, about 75% of the spots have been 
sold, with sponsors including Datsun and 
Delta Airlines. 

■ There are three stations with broadcast 
rights for Pittsburgh Steelers football and all 
three are owned by Hearst Corp., whose 
broadcasting headquarters are in that city. In 
the first year of a new two-year contract, 
WTAE(AM) will continue its broadcasts to a 
regional network of over 40 stations. For the 
first time, the games will be broadcast on 
FM as well, over co-owned whtx(FM). Ma¬ 
jor sponsors are Anheuser-Busch, Honda, 
Shop and Save (supermarkets) and Bryant 
Heating. Vice president and general man¬ 
ager, Ted Atkins, said that spots for the 
games were 99% sold out. Wtae-tv will 
broadcast four preseason games (three live) 
to a network of seven stations. Major adver¬ 
tisers so far are the Pittsburgh Brewing Com¬ 
pany, Pittsburgh National Bank, Pittsburgh 
Area Dodge Dealers and McDonald’s. 

■ WlOD(AM) will continue carrying Miami 
Dolphins games this year, as will Spanish- 
language station wqba(AM). Last year the 
games were carried on co-owned wqba-fm. 
Joel Day, general manager of wiod, said the 
games would be broadcast to a network of 
approximately 30 stations. Advertisers in¬ 
clude Honda, Eastern Airlines, Chevron, 
Anheuser-Busch and Microtel (long-dis¬ 
tance telephone service). 

Wqba(AM) regional vice president and 
general manager, George Hyde, said the 
move to the AM station was because it is 
“more information-oriented.” Another 
change, he said, will be the use of a satellite 
feed for the Spanish-language broadcasts. 
“It provides better quality, makes the logis¬ 
tics easier and is less expensive.” Adver¬ 
tisers include Eastern Airlines, Kodak, Pub- 
lix (supermarkets) and Chevron. Elliott 
Troshinsky, who recently became general 
manager at Taft-owned WCIX(TV), said the 
four preseason games were “pretty well sold 
out,” with advertisers including Coors, Nis- 
san/Datsun and Shell Oil. 
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■ The Seattle Seahawks are celebrating their 
10th anniversary this season, and both KIRO- 
(AM) and king-tv say they plan to make the 
most of it. Kiro will originate a regional 
network of 55 stations in seven states and 
western Canada. According to general man¬ 
ager Joe Abel, 10 sponsors have signed up: 
Rainer Bank, Bon, Associated Grocers, 
Pepsi, GTE, Nissan, Chevron, Wendy’s, 
True Value and Pudget Power. In addition, 
accounts are pending for beer and a pack¬ 
aged-food company. 

King-tv is in the second year of a three- 
year contract to broadcast four preseasor 
games. Sponsors include Rainer Beer, Pacif¬ 
ic Northwest Bell, People’s Bank, Toyota 
Buiger King, Coca-Cola and GTE. 

■ Both wwL(AM) and wwl-TV hold the loca 
rights to the New Orleans Saints games 
Wwl-TV will carry four preseason games— 
two away and two local with a one-day tape 
delay. Jerry Whaley* general sales managei 
at wwl-TV, said local television sponsors in¬ 
clude Pride Airlines, Benson Automotive 
Weiner Corp. (Shoe Town), Popeye’s Friec 
Chicken, Coor’s beer and Toyota. 

On the radio side, wwl will feed a region¬ 
al network of four preseason and 16 regulai 
season games to 33 stations in Louisana 
Texas, Mississippi and Alabama. Majo] 
sponsors, according to general sales man 
ager Don de la Houssaye, include Louisam 
Nissan Dealers Association, Gulf Oil, Pridt 
Airlines, Anheuser-Busch, Motorcraft 
AT&T and Popeye’s. 

■ Wtog-TV Tampa-St. Petersburg is goinj 
into its seventh season with local rights t< 
four preseason games of the Tampa Ba\ 
Buccaneers. One will be shown live, thre< 
on tape delay. General sales manager Roi 
Inman reports that Miller beer is the majo 
sponsor, with secondary sponsorship be 
longing to Kash *n Karry, a local grocer. 

WsUN(AM) holds the radio rights and ha: 
assembled a regional network of 21 affiliate: 
for a package of four preseason games ant 
16 regular season games. Taft Broadcasting 
holds the rights, but that will transfer to CBS 
as soon as the CBS acquisition of the Taf 
radio stations is closed, probably before tht 
start of the season. Sponsors include Chev 
ron, and program director Larry Coates sait 
he expects Eastern Airlines and Anheuser 
Busch to be back. 

■ Wkbw-tv Buffalo, N.Y., holds the right 
to three preseason away games of the Buffc 
lo Bills, which will also be carried by WOKF 
tv Rochester, N.Y. Genessee Brewing Co. 
Rochester, as it has been for the past 17 sea 
sons, is the major sponsor of the local televi 
sion broadcasts. 

Wben(AM) Buffalo holds the radio right 
to four preseason and 16 regular seaso 
games. Larry Levite, president and genen 
manager of WBEN, said he expects a 10-sta 
tion regional network. Major sponsors in 
elude Tops supermarkets. Bell’s supermai 
kets, Tuigeon restaurants, Chevrolet dealei 
and M&T Bank. He also said WBEN wi! 
expand its post-game show from one hour t 
90 minutes. 




